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ABSTRACT , . | 
This docunent presentéd by the Batjonal Citizens’ : 

Comaittee for Broadcasting at a 1976 press conference provides an 

assortsent of gaaterials concerned with violence in television. Asong 

the saterials included are "Who Sponsors the New Fall Violence?" by 

Hicholas Johnson, a description of and rationale for the study of ° . oo 

advertisers who sponsor television violence, and a statement by 

Richard B. Palmer, president of the American Medical Association, 

concerhing that organization’s commitment, in the form of a $25,000 

grant, ,to encourage sedia reform. Pefinitions are provided of the 

measures used to evaluate the level of violence in various programs. 

In addition, "An Evaluation of a@System for the Continual Monitoring 

and Periodic Reporting of the Commercial Sponsorship of Television 

Violence" summarizes the findings of ‘a study to analyze the 

reliability of two measures of television violence: e number of 

violent actions and the total time of violence in th¢ progras. This - ° 

analysis was conductéd-on a saaple of 23 prime-time et work 

television programs aired during November 1976; examples of tata an 

tabudjation’sethods are included. (KS) ) 
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* of the microfiche and hardcopy reproductions ERIC sakes available 
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* supplied by EDRS are the best that can be made from the original.., 

HOSE SOSSESESOS ORES ASSES ESOL SES SERSEESSAESERSSS SBE SEESEESSSSESSER ESSENSE 
e . . 


e+e eRe RHE H 
f 


-# 


_ PRESS RELEAS 


~ WATIONAL CITIZENS COMMITTEE FOR BROADCASTING 
. .1028 Connecticut Ave., N.W., Rm. 402, Washing'on, D.C. 20036 
. 202—466-8407 


US DEPARTMENT OFMEALTH, 


EDUCATION & WELFARE 


“PERINBHON TO MEPRODUCE. TKS COPY: © NATIONAL INSTITUTE OF 
PIGHTED MATERIAL HAS BEEN GRANTED BY BOUCATION 
ns THIS DOCUMENT HAS BEEN REPRO. BEST COPY AVAILABLE 

Pla rma ae - OUCED EXACTLY 4$ RECEIVED FROM 

umm eee THE PERSON OF ORGANIZATION ORIGIN. 

TO ERIC AND ORGANIZATIONS OPERATING : ATING IT Boies OF VIEW OR OPINIONS For Release 10:00 an 

MENTS WITH THE NATIONAL STATED DO NOT NECESSARILY REPRE. 
Hee COAT GR HEn SENT OFFICIAL NATIONAV INSTITUTE OF Thursday, December 16, 1976 


STITUTE OF EOUCATION FURTHER REPRO. 


QUCTION DUTSIOE THE ERIC SYSTEM RE EDUCATION POSITION OR POLICY 


eee OF THE COPYRIGHT ‘ ‘ . ‘ CT: Ted c ane 
Bin atiel ecm oie. «A bVLOLepoS Profiles for Fall Programming. ] 4 
Broadcasting "> WHO SPONSORS THE NEW FALL VIOLENCE? / 
* 10 ERIC ANO ORGANIZATIONS OPERATING —_—_—_—_—_—-ea_a_eaeaeaeeeeee * \ .. . 
UNDER AGREEMENTS WITH THE NATIONAL IN : Nicholas Johnson ° 


* STITUTE OF EDUCATION FURTHER REPRO 
QUCTION OUTSIOE THE ERIC SYSTEM RE 
QUIRES PERMISSION OF THE COPYRIGHT * ¢ 


OWNER clan 


General Motor's Chevrolet is far and away the advértfser’ of tHe most prime time 


violent pregramming according to the National Citizens Committee for Broadcasting (NCCB) 
13 week study RompietRe December 5 under a’ grant from the American Medical Association. 


Our monitoring of violence, conducted jointly. with bi Associates, a TV monitoring 


£D141837— 


firm, shows that Feter Paul dnnties was the least, violent sponsor. Quest, Starsky and 


Hutch, and Baretta are the most violent shows an prime time, while Chico and the Man, — 


Sirota's Court and the Mary Tyler Moore Show were among 11 eee that. had no 


, 


eittencs of significance at all. . * « Fe 
. ? 
2 CBS, as in our.summer study, continues to be by far the least violent network, 


with ABC second’ ‘ana NBC the most violent. : 

It is wigndticunt that Anericag Motors, Schlitz and Burger ‘ing are within the 
top 10 most violent advertisers in both our summer and fall study. Prudential is the 
only corporation that remained " the top of the least violent in both studies. 


Shopper Toys was able to advertise in the pre-Christzas season while qualifying among 


the least violent advertisers. . Sears ané Kodak, however, found their pre-Christmas 


advertising placing them-in the top.ten of the ‘most Widlent. ; tas g 
, We issue our rankings of programs and advertisers in order to provide accurate 
knowledge about the sources and supporters of talwvieten violence to a public that . 

is clearly increasing its concérn. However, behind these rankings is an extensive 


monitoring process which results in detailed computer profiles of prime time violence 


2s soy P// 


at are designed to be a working tool for cqncerned advertisers and industry leaders. , 
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— 
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if advettiserg want % sexed to the rising public concern over Efievision 
inion: oat reports will help them evaluate their buying program. inca the new 
fall prownening will eeave its re-runs in late December, the noch yiatene Profiles. 
give network-by-network, series-by-series, program-by-program eae television 
violence in pine time. It is, in effect, ‘ violence TV Guide to intelligent rer 


of television time by concerned advertisers. 


’ . 


The ‘American Medical Association emphasized that one of their peal {n supporting ; 
the sth axe to encourage a positive impact on the advertising and television’ industries. 
According to AMA‘ s Executive Vice President James H. Sammohs, M. D., "This action 
represents a strong commitment by AMA oe endorse and finance activities that will 
,encourage the industry to reduce the amount/of violence in TV programming." 

‘There are a number of issues to address today. (1) ax current study is the 
result of a careful vekaweh and development process that included P major test of the 
proposal iy industry critics.~ It was suggested that our ménitoring should be basis ie 
on & more limited standard of violence than the Gerbner definition ee in ce 
summer study. (2) Our ‘studies are proving to have a major impact on public groups and ' 
privave citizens who are planning their own action programs to reduce television oe 
violence. (3) We ae ie approach to influencing advertisers is wholly consistent | 
with the First Amendment responsibilities of broadcasters and does not constitute 


censorship. 


I - THE DEFINITION OF VIOLENCE 


Perhaps the most significant finding to report today is the result of our 


comparison of industry suggested standards for violence with our use of the Gerbner 


definition. } : 
rhe , OI nei. ‘ 
When we completed our summer study, the Markle Foultetien_provided a grant for an 
= —_= ~ 
evaluation conference: Groups such as the AMA, PTA, and Action for Childrens Television 


sent representatives, as did all three TV networks and many major advertisers and 


agencies. "At that time: industry ‘representatives ie strongly that our use of the 


. ‘Sbage‘three a ; Ne Fs ae 


‘ ; ” . 
-' Gerbuer definition was unfair because it included humorous incidents of violence 
and light acts of violence such as a ahi lr They ‘se that our advertiser and program " 
rankings would be considered inaccurate by them unless based-on those acts of kets 
that they considered unquestionable pad such as mitaden: killings. and beatings. 

* * Although we noted that there was considerable research showing that light and 
humorous violence does have an influence, and that the industry. had produced no 
independent research to discredit this view, we iiatetheleee agreed to subject their 
suggestion to a fair test. _'* = 8 rn 


a ©@ : 
-Our current study includes two. parallel rankings. The, first ranking of ddvertisers . 


and programs is based on the Gerpner definition. The second ranking was edon - 


what we termed "aggressive personal incidents of violence. which clearly | intentionally 


~ » —that there_was no significant-variation between the two xankings -whatgoever. The: ieast 


and most violent advertis¢rs by both standards were not only often ifentical on 


both lists (Chevrolet, Anacin, and American Motors are 1, 2 and 3 both lists) 
but variations were insignificant (Sears and Kodak are 5 and 6 on/one list, and 4 


- and 5 on the other)./ The same was true of the program rankings. 


". The results of/this careful, costly and extensive comparisgn lead us to conclude 


“=r ; 
that our use of the Gerbner definition is proper, accurate and /fair, and that charges 


/ . . . 
by industry sa i are disproved by their own methodology. e simple fact is that 


a show that is very violent by the Gerbner definition has alsb proven to be very violent 
by another reasonable definition. The oem is true: for! the onviolent rankings. 
In view of the fact that che Gerbner inclusion of hdmoryous and light violence is 
7 | supported by considerable independent research, we can only; report to the public and the 


* industry that the definitien has proven sound, accurate and reliable under considerable 


Vv 


testing and intense scrutiny. Therefore, all tha ranking which we ‘are releasing are 


“ 


based entirely on the Gerbner} definition.” Furthermore, advertisers who obtdin our 


Y . 4 _ 


’ 
. 


_. ‘ . r . 
violence profiles will find each act of,sviolence detailed and can make their own 
oe . : a 
comparisons and judgments. \ ; | 
i . ™ II . --HARD INFORMATION FOR A GROWING CONSTITUENCY 


‘italia is no question that there is a growing public outcry and a growing number - 

- - of organized efforts directed at excessive television violence and that the inforpation 

we provide is an important resource. The PTA has declared television violence as 

its major action target this year. Many PTA members have asked for ana received our 

rankings to support their lecal Chiccis, (The AMA will be disseminating the results 

of-our study through its publications. A representative of the Jaycees has written 

sponsors who were namied in our first study and Sheriff Buckley of Middlesex County, 

‘Massachusetts (Boston Area) is calling on the Chiefs of Police of other major cities 

to ‘join. him in personal visits to the heads of the corporations at the top of our : 

most violent list. Mary” private citizens have wen advertisers = r¢sponse to our — 


i" 
study, and many of them have sent, us ‘copies of the responses they received from the 


e 


corporations. Additionally, a coalition’of national church groups apekicina the 


7 __ Church of the Brethren, United Church’ of Christ ahd the National Council of Churches) ‘ 


which, hold stock, in major corporations are using oyr list of most violent advertisers , 
to take appropriate stockholder actions. 


AS ‘Like the audience in the new movie Network, the viewing public sd ial to say 


e 


"We're mad as hell,and we're not going to take it any more." . ‘ 


III ADVERTIGERS AND CENSORSHIP -- OR HOW TO 
TALK BACK TO YOUR TV SET 


' The ‘se other significant criticism that our study has received has involved our 
holding advertisers to account for the violent content, of programs they use as vehicles 
* for their advertising. A response by Peter Allport, President of — Association of 
National Advertisers,to requests about our last report is indicative of both the 


attitude and the problem. Mr. Allport states: 


‘The approach (NCCB's) is wrong in principle and 
practice. It is as wrong for television ag it ‘would be for 
’ nf any other medium... en eee may» -- and in 


. 


. 
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fact has an\obligation to his stockholders and Y 
employees -- to, select the program with which he wishes to 
be associated in accord with his best marketing judgments. 

. Equally he has every right to purchase time or space 
according to other criteria. But the use of economic muscle- 
to dictate what broadcasters should not present to the 

- American public must be as strongly resisted for television 
-, as it would be were advertisers to try to dictate the editorial 
content of newspapers or magazine. 


What, Mr. Allport is really saying is that it is perfectly all right for 


advertisers to use their economic muscle, but that the viewer, who is supposed to 


benefit from television programming under First Amendment freedoms, should ignore this 


influence. Mr. Jame& Robeson of the Ford Motor Company, writing to a concerned 
citizen. who used our ‘public report, also suggested that only the networks should be 


; x oe 
criticized by the public, but again admitted that Ford also exercisesconsiderable 


influence on television ProeaRing it is associated with. Mr. Robeson states: ° 
: : ( On many Secasione we have refrained from Placing our , ) 
Yrs commercials in such (violent) programs even though’ they have : 


been among the most efficient for reaching our best new car and 
truck prospects. We have withdrawn our commercials from more | 
than one televised film after learning of the violent or otherwise ; 
unacceptable nature of its story line. 


Mr. Robeson goes on to point out that’ Ford is shifting more of itg advertising to B.4 


sports. 


- These examples z but a small sample of the overwhelming evidence that the og 
purpose of television is\to deliver an audience to an advertiser and not to deliver 
programs on demand toa selective audience. To ignore this process when asking the 


7 


public to talk back to their TV sets is to perpetuate the misguided illusion that 
broadcasters use their First Seutuas freedoms solely to protect their freedom to 
reach an audience with a variety.of programs.. We cannot ignore that they use their 
freedom and their license to deliver product, advertising into American homes. 

We ‘aseue that viewers should’ express their concerns to the networks and vote with 
their dials. Our study helps the public to make more informed choices of prime time * 
Brpunyraing, But we also insist that the public has‘a right to voice its éotaien 
where the buck stops, 4s well as where the dial ‘tops. It is the consumer of products 
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. 
. 
, 


a. * page ‘six 


° . 
, - . 


r . 


that pays for the cost of television advertising, and it is the advertiser that 


; 3 Sex 
uses that purchasing power to have a great impact on the kind of programming that 


‘ enters the American home. To exclude the public from its right to participate in the 
real marketplace. of television is to deny the best interests of the public and the 


real. obligations of broadcasters. z A® 


We-might also add that we sympathize with the Ford Motor Cdmpany's statement” 
f ‘ Pass 
? : < ° ; 
that “While we (Ford) will continue to avoid those action/adventure programs that 
“2 l 
: are the most. objectionable whenever we’ can, we may not be able to avoid all such 


; programs until .reasonably acceptable alternatives are’ available." NCCB has never 


. 


advocated the censorship or withdrawal of all violence from television. We continue 
, : ‘ : 
to state that violence is often essential to a dramatic statement or the understanding . 


of the day's news events. 


~ 
’ 


Far from advecating censorship, we have consistently advocated the affirmative - 
: . : ; . Y 


responsibilities of broadcaster’ to provide a wider variety of quality programming, 


that’ reflects the rai interests and diversity'of the American public. We feel 


‘ 
° . 


that both the viewer and the advertiser have a right to demand more’ from broadcasters 


than a simple choice between sitcoms and action/adventure shows. 


Far from advocating that either a public group or a group of advertisers set 


‘ 


themselves up as censors of television violence, we Bre simply providing advertisers 
and the public a carefully prepared report. so that they can make informed and wholly 


individual choices abéut. television programming in an open marketplace. 
. ” * . : vv 


Our violence profiles are now just as current as the ratings books that 
, - ? 


advertisers use to determine their buying or advertising"time. Since most of the 
fall programming will be going into yaa, the <a ae has an accurate thorough 
and current report on television violence in prime time programming. We fre offering 
a violence TV guide to concerned advertisers sa that they may make more careful 
decisions about their association iat tnlwetiaton violence if’ prime: time rograms 


. 


‘and respond to the concerns. of the consumers of their products who ultimately pay 


’ ’ i 
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. for and are Ua Uencea by those programs. a ; ; , ‘ 


Ye Iv METHODOLOGY -' ; * 4 : 
pty 4 ‘ e> * ‘ 2 


“Finally, I want to briefly review the methodology employed in our study in conjunction 


with bi Associates... The TV monitoring firm or bi Associates has long specialized 


e 
. 


“in recording information about advertiser spots on télevision. With the assistance 

of the J. M. Kaplan Fund and the Laras Fund, the bi monitors were trained by associates 
‘ ? - , : . < \ 

of Dr. George Gerbner of the Annenberg School of Cammunications to understand the 


definition mE Petes developed by ‘Dr. Gerbner, and>to accurately ‘identity incidents 


of violence that fall within that definition. 


In our current study, two monitors were utilizedto record’all information for 
: f ; nie iy 
each network’ live off-the-air —— allowed @ constant double check of all informatton. 


Additionally, “during one random test week, Dr. Nancy Signorielli of Dr. Gerbner's 


staff at the Annenberg School of Commun fat ions also had two monitors recording® 


4 / ed - «-- 
data) -- one off the air and one from video taped material for more careful scrutiny. 
‘ i ' : ra 
Ori the basis of this second monitoring process, Dr. Signoriélli was able to certify 
. ¢ 


& 
that the bi monitors have a high degree of consistency and reliability in their reporting 
‘ 


when compared with the ddditional Gerbner trained monitors... A copy of her report is - 


included in each press packet. 
The final rating figure that determines the ranking of both advertisers ‘and 


programs is a combination of the number of violent incidents and the length’ of time 


of those incidents for each advertiser or program expressed as a percentage of the 
_ total number of violent incidents and the total length of the incidents in all of 
. ' ‘ 5 . : 
prime time. These figures are then computed on a basis of an average week. for the - 


¥ 
* total study period. 
Advertisers are identified either as an individual product or @ group of = 


es products depending on how the advertising time’ is purchased. If the spurchase is made — ee 


. 


for.a group of products under a corporate name, that name is identified. If the company has 
t 4 - : » 
many products, hut buys advertising separately for bi product, then the single 


ad. 


~ t ’ 
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product name is given. i ae ‘ 


, 


" “A represenative of the computer firm that provided the machinery for ‘the’ study 


. . 


assisted in conductinga series of programs toe assure and double check all) stages of 


the study for accuracy. 


- 


We now offer to the public and‘ to the advertiser what we feel has proven to 


. 7 . ° ’ 
be,under intense scrutiny and eyaluation,. an accurate, current, reliable and 


6 
. - > 


thorough violence TV guide to the informed sélection and sponsorship of prime 


. 
. ‘ 
. ‘ 


\ time television: Programming. © « ’ 


STATEMENT BY RICHARD E. PALMER, M:D. 


PRESIDENT, AMERICAN MEDICAL ASSOCIATION . - 


e 
s 


AMA's House of Bel eEere*y ac te's Adeaals convention in June 


ra ‘ 


of this year, akdovead the policy that Ww whabante is an /anviron- : 
“mental hazard “thneatantag “the health of neutean> youth. 

. “In feviewing the various program options ua alts to an 
organization ‘wtb a broad-based constituency like the AMA, we 
decided the most positive Solder by we could support at this a 
was NCCB's study of the new. fall programming. | . 
"| Wé-bélieve’ AMA's $25; 000-grant~signals a sertous=coumitient ‘on 

the ak of the AMA to support programs. that. will’ encourage the 
eee to respond with substantive improvements in sede aks = 


We congratulate. the NCCB in their’ efforts to encourage media reform , 


and bring to the attention of the public an issue of significant 


va 


. e ~ 


concern to,“medicine. 
As medical ‘profyssionals, we beve an obligation. warn against 

“adverse health effects when scientific pridence supports such a 

viewpoint. AMA's concern in the area of television violence focusek ~ 


primarNy on the niental health of Ani hive.’ . | 
. * - a . . 
Television is a unique medium. Only television can combine 


visual and auditory stimuli in an intimate setting on a regular, 


a4 


ae 


é 
ll 
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_ basis. we all know now that ehiiazen spend a great deal ae their 


‘leisure time wakehing TV. And we have Seen that vivilenine is a. 


° 4 
. 


prevalent theme in American teteMtsion entértainment. 
Of special concern to the AMA and aia’ “es ta the funda- 


mental issue of the child's healthy growth and development. The | 


Ameriean people should be concerned with the types of values arid 


role models the media is presertting to a vast youthfal audience 
re 
whose perceptions of\ society and reality Sarena individual value 


BY systems are clearly in early earelopenarel stages. 7 


The physician may be the aly source of professional halteae 


“until the child enters school. And-the hotwetean ~- aspectalty the 


family practitioner, pediatrician and child psychiatrist -- under- 


stands all.too well the struggles of the young child to. achieve an 


identity ... establish a well-intégrated personality ... and under- 
stand the ie tae and inconsistencies of the world around him. 


‘Television is a ‘powerful, pervasive’ force ‘in the: child’ % environ- 
ment. lf the programming he is exposed = consists largely of 
t 
violent content,. his perceptions of the veal worlg may be signi fi- 


cantly distorted,’ and his. é development. may be adversely 
affected. | \ 
. ‘ \ . é 


. ‘ is | 
We, at the AMA, urge \the television industry to join with us 
\ 


. \ 
and all of the piace je See a cooperative ‘spirit 


2 em ° + 
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| to make television ‘a MEDIUM, OF RESPONSIBILITY, ... a medium concerned 
with presenting programming that is truly\ reflective of the real & 
+ 3 : . ; 
world ....a medium that can teach constructive solutions to the prob- 


lems. that plague our society ... a medium that reflects the highest 


values of our culture bak a medium that truly serves the public 


interést and welfare. 
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: * 
Frank 0 CampiorvOwector of Public Helations Home Prone (312) wbrat 
sont eaten Barton Bureau Ovectorume Fnowe (312) 348-3895 ‘ ‘ ; 
FOR A.M., RELEASE ‘TUESDAY, NOVEMBER 16,’ 1976 
mae ; ae. ONES ' For further indieseiva contact: 
: 5 . 5 Hf s . Suellen Muldoon 


~ N+ Office; |, 312/751-6613 
AMA GIVES $25,000 GRANT ; . a 
TO SUPPORT, TV VIOLENCE MONITORING - 

O's a Pa . mm - 
: CHICAGO -- The American Medical Association announced today a 
- grant of $25,000 to support the TV Violence monitoring activities 
~ of abe National Citizens Committee for’ Broadcasting. 


; A wadia reform group based j{n: Washington, D.C., ‘hie NCCB is con-  - 
. cerned with documenting the amount of television violence portrayed 
in prime time network television. Their goal ig to encourage more 
_ thoughtful and informed cheices on the part of the public, broad- *, 
_ me. Aeasters, advertisers andwroducers. F ‘ | 


: : 
. “This action represents a strong or by AMA to endorse 


and, finance activitids that will encourage the industry to reduce 
. the amount of violenc in TV programming, sounding: to > Janes: A 
\: Sammons, i Bs » AMA's Recut ive vige president. 


“our erané will subsidize NCCB's study of the new fall | program-, 
‘+ ming. We believe NCCB is providing a valuable ie by ranking TV 
programs and sponsors according to the extent with which they are 
identified with violence. Thq American public has a right to know 
: ‘which programs contain the most violence so that people can then make 
. , gesponsible decisions abeut fauily viewing." ; 


‘ 


At its. dnnual convention in June of this year,’ AMA's House of - 
Delegates endorsed the position that TV violence is an environmental 
hazard affecting the health of American children. : 


. 
oe 
’ -MORE- 


a : F 


NCCB's gids, to -be prme Mae re early Deceaber, is destncnt 

to have direct impact on advertisers, ad agencies and networks. 

7 Incorporating some procedural refinements in the monitoring and 
_ wanking process, ‘the new system will be based on monitoring reports . 
= Eapelared by using either’ of two definitions of violence: 


Developed by Gearge Gerbner, Ph.D., of the: U. of Penwaytvents, 
the first definition includes overt forms of ‘Violence, as well as 
natural disasters, car chases and comedic violence.. The second 
definition is limited to aggressive violence against individuals -- 
physical violence, use of weapons and capital crimés. 


Both indexes will be released to the public unless ‘the adver- 
tiser rankings differ by a serious margin. In that case, ‘only cite 
' yanking based on the second definition will a published. *" 
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; Appendix: 
o ° Definitions sie the violence Measures _ ~ 
| ; : 2 : . a . 
1,,. Number of Violent Actions in the Program: The total number of viblank . 
xettous observed in the program, according t6 the EViondtey didinteiadey , 


a. Violence is the: 


. *s Q) overt expression of physical force (Sith or without weapon) against 
self of other: ; . 


: and/or 


(2) compelling action against one's will gm pain of being hurt or ae 


killed; : » 
- . and/or ° OS 


(3) actually hurting or killing; © ” 
Such that: 
’ +] 
(1) it must be plausible and credible: no idle threats, verbal abuse, 


ae i ag (2), it may be intentional or accidental: vielen ncctdontn, catastro- 
. Phtes, acts of nature and the like, are included ; . 


om or gestures with no credible violent consequences, are cima kg 


o it must involve human or human-like characters (e.g. Lassie ‘ie ~ 
dog): as targets: mere aaktons against property are not viglence, . 
Thus the slaughter of the cattle herd in the movie Hud is not) 
violence, but the killing of Bambi's mother in the Disney film is; 
? (4) it may be humorous, serious, or a combination of both, as long as ; , 
. ? the stictins conditions are ‘satisfied, *” ; 


* 
BA Violent Action is @ scene of some violence (see abovey continuous 


$ in time and tocation and cme s hae to the same agents. , . 
ae SS 


— > qa) Continuity of Time and ee If a Y violent antite is titerrupted 


. - temporarily iy either a flashback or flashforverd, or a cut to 


4 


Se - mother location (i.c., the proverbial "meanvhile,...”), as long 


“as it cont inu s in Yreal time" it is the same act. If the actipn 
is cont inuou in time, but the location changes (e.ge, a chase 
oe _ecene), it the same act, 
ae . (2) Agents: If/ one or more people, not originally involved: becomes . 
! , ° a pert nt in sate violence, the scene becomes another 
violent action at the point at which the "new" agent becomes ° 
ae involved. | Note that the new agent may have just entered the 
scene, or may have been present from the dcatnntne but not pre- 
‘viously - involved (e.g. a witness). Kote also thar the net agent 
enuld becods destin either weshnely (by freely ‘joining in) or 
al =a ; reactively (e. g. is attacked by an original agent). Finally, this 
eriterion only pertains to. additions to the original set of 
agents: if the tuber of scvbbdlatha ina ee action 
4 . is, reduced (e.g. by death, es flight, eke: ) chere is no 


corresponding adjustment to a new violent action. 7 


a 4 seperately for each violent action identified by the above criteria, These 


va a. 1 ® times are then summed for each program to get a measure of the total amount . 


. 


t 


of time during which violence was shown in the program. © ‘ 


v 
2. Total Time of Violence in the Program The duration, in <anpaos is recorded 


\ 


' 


os 
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, Scope of ‘the Study 


- 7 
Sige 


“\°  Sample‘of Programs , a 


. Design of the Test é . 


Method of, Evaluation ‘ ; : 


Results- 


* , - Discussion 


- ae tm : oe oat . 


" Appendix: Definitions of the Measures | 


on 
. 


. total ad of violence in the program. _ The complete definitions Nee these 


: , . Summary Dy : if , 
' | * ' Na ; , . 
: : aS | 


e Ws in. 
& The purpdse of this evaluation is to aks gia the degree to which data 


recorded by BI monitors systematically reflect relevant aspects of the ‘ He 
. , a 
television programs being monitored, ‘or conversely,.to determine the extent 


to which error -- in the form of individuals’ biases, problems of interpre- 
eS Aa ( ee a“ . 
‘tation, or other idiosyncra gies ‘we is present in the monitoring procedure, 


e 


The ma jor results of the vatiabitiey: — indicate that (a) BI monitors 


are “continuing to apply the definitions (specified Tanee appendix) . ina if 


_ consistent, systematic eahner, but that (b) BI ‘cites tend -to report 


ait 


aig tly lower violence levels than do externally trained monitors, 


| , , 
| Scope of the Study a 


a | ; 
This study is edufined -to the analysis of the reliability of two measures 


of violence: (1) the number of ee in the program, and (2) the 


i measures are "given in the Appendix to this report, ; " 


~The findings of this study therefore refer only to these tk soa 


as they are defined in the Appendix, land cannot be properly extended or applied 


to any other vtolence measures, whether derived from these two or separately. 
os - fe? 


- ‘ ’ ° 


; recorded. : . 


| e- ‘J e e ’ o 
a Fs % ; 
Sample of Programs ; 


: The analysis was conducted on*a sample of 23 site tht network tele- 
Ne vision progtans aired from Nov. 11, 1976 through Nov. "17, 1976. The oponpais 
4 included all ‘rane and watiety progrers. ie dese senes me and 11PM. 
Sports events, such’ as Monday Night Football, news, Saiblde affairs and docu- - © 


mentary. programs were not-iricluded, One networks was chosen for, sg evening 


~ ,. Over. a one-week period, For maximum efficiency, the sampling “sghedute was 
“ateatertally arranged to nininize the number both o£ regular-program pre- 


aie tLtdky and of programs such as publdsiea States. broadcasts which are devoid ‘ 


a Of relevant violence, » . x 


¢ , . ; , . i. : 4 
3 ¥, Wyk. A a> ., . e 
’ sign of the Test ) ; 
Four independent observations of thé number and cumulative length of 
: “ot ma a 
- wiolent actions were made for ee program in the sample. Two observations ae wt 
5 were maeyees by specially trained ‘BI personnel during the course of their a 


. Bormal wbatioting duties, as the programs were being broadcast, The wiht 
‘ 4 ry ? , ‘ : : 3 
ae re tue were made by two coders trained specifically for this analysis who had 


“+ mo contact’ with BI Associates or its staff; in one case the observation was 
recorded at the time of broadcast, in a manner similar to the procedure used - 
by BI personnel; in the other case the observatidn was made the following day a 


from a videotaped copy of the program which was teplayed, in part or totally, 
4 ie PS 3 " F . 
‘ . &8 often as necessary for the coder to resolve any problems or ambiguities. 


> F * 


These are referred to below as: "external" observations, ‘ 


.Y 


: , : Nee at, ; i 


. 


ee NN : a , , 
_ This method thus allows the comparison of monitors' agrecment in three 
importartt ways: . “iG . oe 


(1) agreement between BI, observations, all of which were.made at the 


\ 
time of broadcast; 


‘ 


- 


(2) agreement among the two BI observations _and the bxtaiuat observa-_ 
tion made at the tins of troadcact; 
: (3) sprwesent among the two ‘BI observations and the external oUberva- 


\ rN 
Sheer ad _ Fhe « ‘following day’ with the iet Santee ‘of witentene:” ‘and 


° "instant replay". Eo 2s . we & 
ae = L 
,* = 
; = _# - “at bd 
Scat + oo 
Method of Evaluation e : oe 
‘ ? ° > * . _ « 


e.% 


} a a ~~ ‘ 
The recorded observations were keypunched and statistical measures of 
agreemat were calcylated by paputes for the various comparfsons, From a 


is perspective, a certain amount of agreement can be expected to 


Josie as) a result of chance, me chance agreement cannot be ‘considered a. 


informative atout the reliability of ‘the instructions, (raining, or monitoring - 


process. Thus the agreement coefficients, presented below adjust for chance, 


reflect ing the degree ‘to which agreement exceeds that due merely to chance, 


” ‘ 

: practice), w ile at, another extreme a coattistent of zero would indicate that 
3 

all of the agreement can be accounted for by chance -- in which case tnstrud< 


A coefficient of 1.0 would indicate perfect satenestte (seldom attained in 


tions,. training and standrdization of recording procedures would have shown. 


no effect.* gi . ‘ 2 


« 


* A detailed desivavien ee the agreement coefficient used can be found ‘in 
K. Krippendor ff, "Bivariate Agreement Cgefficients for the Reliability of 
Data," pp. 139-150 in E.F, Borgatta and G.W, Bohrnstedt-(eds.) Sociological 
Methodology: 1970, San Francisco: Jossey-Biss, Inc., 1970. 
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. Results 


. -_- 
The agreement coefficients for the violence variables are given dn 


¢ 


Table 1, The-.important comparisons are summarized below; 


. . (1) “Agreement between BI observations 


High levels of agreement, 99% above chance, were attained for the 
two violence measures recorded by BI monitors. 


» (2) "Agreement among the three time-of-broadcast procedures, BI and ee - 
external mqnitors: . 2 : a7 OL ; 


Comparing the violence meagures recorded jointly by the external 
‘ # x ‘ 
coder and the BI staff,. the dégree of agreement is somewhat lower 


but still at a.satisfactory.level. 


es (3) Agreement between BI time-of-broadcast observations and external 
ag a oe es “instant replay'' observation: , ; : ; \ 


4. 


In this comparison we find that while there is no change in agreement 


on the total time devoted to violence, agreement'on the number ‘of 


violent actions is again lower, but still at a satisfactory level, 


‘ 


’ ‘ « + TPN 


at Discussion \ fer 


A j ; ; * ‘ 
“The ia degree of agreement between ‘the ‘Blpobservations (9% above 


eens) indicates thatgthe < definitions and Interpretations of the violence 


Ae Ce dh tae ee } s . 


measures are continying \£0 be apelias “4 a ea and consistent manner j 


a 


by the BI moni topes: ‘The lower agreencnt bathe the BI monitors and external 
ROR nici ody, : ema! 
psaibiies could. -be vie result of a combination ofy factors; 


a ; We 


-(l) ‘BI wale recorded ictal data while eo pursting their other 
“ § ’ : 4 
duties of monitoring commercials; the external monitors recorded 
< 4 ; ry { P ' . ; 


, . . . e ‘ « 
. 


. 


‘Table 1; 


Coefficients of Agreement 


— * 
. 


_Agreement between: 
. * (1). BI observations 


7 oe es (2) BI observations and external 
: : off-the-air: observation 
(3) BI observations and externa] 


~~ - “{nstant replay" (videotape) 
! “observation 
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Measures of Violence 


Number of Total time 
violent actions 


in program violence in program * 


ww 


.99 er.) 
84 95. 
_* 
80 95 P 
> 
4 
c, 


¢ 


(in seconds) of- ~*~: 


ee Table 2 suggests, although not conclusively, that,thege effects were 
Ps i 


i ¢ < 


only violence data and were firee of other potentially distracting 
requirements. Other things équal,, the external observersemight 
(as a result) identify more violent actions on the. average. ~‘e 

e 


4 ; : 
(2) With the advantage of videotape replay, finer dist{nctions are i 


possible, and consequently one might expect ‘that more acts of 


violence will be distinguished by‘this method thanwwhen violence 
~ , e 


is monitored "off-the-air", dic n 


¢ 


indeed present. BI monitors tend to.both identify fewer violent actions and 
report lower time-of-violence measures than do the external monitors. Fur- 
thermore, the external "stop-tape" svinadibe canned in the highest average 
levels, as anticipated, It should be aie that while none of the dislctncas : 
are statistically it the sitet of observations is relatively small, ” 


and a ‘larger test sample could give different results, 


' _Table 2: 


“ya 


~~ 
a 


" BL observation #1 
BI observation #2 


external observation », off-the-air 


. 
. 


. 


*. external observation, stop-tape . 


- 
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. * Measure I: 
average number of 
violent actions 


e per program 


Violence ~Measure Averages 


" average total time 


Measure 2: 


of violence 


per pro gram 7. 


stn 


Shae Sila 


1 min,, 50 sede. 
2 min,, 8 secs, 


2 nin., 22 secs. 
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TIME NETWORK DAY BATE SsiHOW’ LENGTH * vrovent EPS ALCOHNL GERBNER siiow” a VIOLENT EPS -DRUG MEN 

. “-@spQe- DURA TL TAB . ioe, Fon DEFINIT # = O DURA TL TAB LINC. POM. 
——_____HiC_IMURSBAY_WIGHT ____6_24 74 : 

08/00 30) «SEARCH FOR SHINOHARA 60 . SEARCH FOR SHINOHARA 

08 05. 45__ VIOLENT EPISONME_BONKING 

00 06 15 VIOLENT EPISODE SUMTLNG k . 

06 07 OS VIOLENT EPISOLE PLANE CRASH = 

08.07 30__VIOLENT EPIS50ME PLANE CRAs! 

0@ 07,35 VIGLENT EPESOLE PLANE CRASH 

o@ 10 40 VIOLENT EPISODE BUMKING 


DP 09 ste Gone Sauniien 

09 05 25) VIOLENT EFISUDG KNIFE THREAT 

0? 0605 VIOLENT EFISOne CHASE ON FOOT 

07 07 40 VIOLENT EFISNME_CUERCIO 

079 08 JO VIULENT EFISULE SIAP Ce mee 

09 09 0S) «= VIOLENT EPISOnE SHOVE ee ares nbcod : Be ee 


09 37:15 VIMENT EFISUME COERCION _ : : : 


OF 17 25 = VIOLENT EPISUDE SLAP - 


=] OF 20 VIOLENT EPISONE STABBING 


09 34 40 VIMENT EFISUNE AIRE 

OF? 44 5 VIOLENT FPIGUDE kPSTRAINT 

oo? 49 10 VIOLENT EPISODE “SUOVE 

Dg 47. 30__VIOLUME BE ESOC 1S EEGML aa 
09 37 20 VIOLENT EP ISOLE ANIFE THREAT 
16°02 3S “VIOLENT Ertsave sHove 
0.06 45 VINMENT EPISOUE_E Gt 
30_$3_355___ VIOLENT EP ISOWE SL 


10.19 25 _ VIOLENT EFISOME_FIST FIGNT SO 


. 2 po VINE 30u G 
10 43 53 — VIOLENT GFIGOUG KEETRAINT —- 
10 44 15 = VIOLENT EPISODE RESTRAINT 


¢ 


08 30 00 ROCKFORD FILES 
0? 04 45 «= VIOLENT EPISODE RESTRAINT 
DP_19 50 VIMENT EPISQPE GUN THREE 


09 20 55 VIOLENT EFISONE CAR_CHASE | _—_ Soe D A 7 | SE Gare 
09 22 OS | VIOLENT EPISONE COPTER CHASE __ 


09 30 00 «POLICE GTORY 


09 43 45 _ VIOLENT EPISONE ATTACAED 


SaaeatnnST nnnnEIEiennEnnoneeeinameneneneneD oe nn ee ren eee: earn 


09 55 50 _ apes EPISOUG COERCION. gi ata hk heath as ce see By gt ace © dict beara na ticee ES Nace 
1 Q ENT EPISOME_FAGUI - 


1 
1 
1@11 10 Staenr EPISULE FIST FIGHT 7 a2: 48 
10 23 SO © VIOLENT EPISUDE SHOOTING me CRABIOL ae a- 
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. a= Qe DURA A NC PGH Dt N & = G 


09 39 50 ie a so ios caw SOO ge, all te 
9740 2g suave sila pag A : 
OF 46 1 VIOLENT erienie RESTRAINT 
09 49:10 VIOLENT EPISOPE SHOVE 
09 49:20. VIOLENT EPISODE FIST FIGHT 
09 57 20 _ VIOLENT EPISODE KNIFE THREAT 
5810 DAISUN F 10__ 


BURGER KING 
QQ. PRKOND_TOMDRKO 
02 35 _ VAULENT EPISODE a ee, 
06 45 _ eras EPISODE FIGHT sk 
10 14 20 SAR THONEN SHAMPOO 
10 1450 SOFT AND DRI DEODORANT 
0 20___MR_ COFFE 
“10 15 $0 YELLQU FAGES. 30 
"10 16 20 _ PR 12776. 28 
O19 TOLENT EPISONE FIS rs 
4032 50 VIOLENT EPISODE FIGHT + 
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10 56 557 BIC LIGHTER ,. ._ ._: ____30 : 
ROMO 3 .v 
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“_ NBC WEEK TOTAL§  «60.«120. =. eo 
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08 00 00 PROMO TONIGHTS SHOWS 


08 00 23 SANFORL & SON_ 30. 

oe 01 13__ NICE . W EASY HAIR C COLOR____- 30 Sie: SOS ten esate, Ses: SF sea es 
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08 10 10 ALCOHOL EPISODE 

081050 8BELL SYSTEN 
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| YOU are the one 
- who can temper violence 
| on television. 


But only if you 
make your opinions 
heard where it counts. 

Here’s how... 


The following listing shows the ranking of advertisers according to the amount of violence they sponsored in prime 
time. They are ranked according to the 12 that supported the least wolenge to the 12 that supported the most violence. 


LEAST VIOLENT SPONSORS MOST VIOLENT SPONSORS 
Rank ~- Sponsor Rating Rank Sponsor — Rating 


Peter Paul Candy Chevrolet Cars 751 

Hallmark Whitehall Labs—Anacin * 596 

Texaco American Motors Cars 498 

Whirlpoo! Appliances Sears Roebuck & Company 417 

Prudential Insurance Eastrtan Kodak Products 363 

Jead Nate Schlitz Beer 356 
* Schaper Toys Procter & Gamble Soaps 8353 
. Green Giant General Foods 


ONOnNLWNDH = 
ONOOLWH = 


Vegetables | Food Products Division 341 
* 8 Keebler Cookies 9 Burger King Corporation 315 
T0 Carnation Dog Foods 10 ‘Frito Lay Incorporated 303 
etm E EEN nnn BG —rrnnmnnnnem nn ome Me—Cottee-C oftee Maker--—-300-—— 
11 Quasar Television . 11 Campbells Soup Company 300. 


LEAST TO MOST VIOLENT 
Movie Rank Network Movie 
Wednesday Movie ; 5 NBC Sunday Movie 
Wednesday Movie ee, 6 CBS Friday Movie 
Monday Movie 7 NBC Saturday Movie 101 
Friday Movie 8 ABC Sunday Movie - 128 


s 
Ratings The rankings were computed as follows The combination of the number of violent incidents and the length of hme of thoseancidents was 
@xpressed as a percentage of the total number of violent incidents and the total length of the incidents in all prime ume These figures were theri 
Computed on a basis of an average week for the total study penod and that final figure 16 the rating hgure given above 


Dehinnon of Violence The Gerbner definition of a woient action a8 used in Our study Is an Overt expression of physical force (with or without weapon) 

against one's seif or other. a compelling action against one s wil on pain of being hurt or luted. and of an actua! hurting or killing An acton to be 

Considered violent mus! be plausible and credible and mus! include human or tke characters It may be an intentional or acoffental action, 
humorous of serous Or @ Combination of both as long as the previous Conditions are salistied BS 

Despite the caretul research that went into the,development of tts definition of violence. industry cntics ted that this d@inition was 100 broad 

+ Therefore. tor our tal! ratings. NCCB conducted two paratie! studies ‘one based on the Gerbner definition. and oe on the industry suggested definition 

The results showed no significant divergence i ratings thus contrming that the use o! ne Gerbner definition is . accurate and tar when measured 
agains! other standards . 193 . 


The following is a complete ranking of all prime time network programming from the most to the least violent shows 
during the monitoring period. 


Network Rating 
- CPO Sharkey NBC 
McLean Stevenson NBC 
Doc CBS 
Sirotas Court » NB 
Mr T & Tina , AB 
* Ball Four CBS 
Phyllis CBS 
Mary Tyler Moore CBS 
Bob Newhart Show CBS 
Chico & the Man. NBC 
All's Fair sk CBS 
“Alice . ; e CBS.- 
Rhoda CBS 
_The Tony Randall Show. ABC___ 
Barney Miller , - ABC 
Welcome Back Kotter ABC 
What’s Happening ABC 
-Maude——— CBS 
The Practice NBC 
Sanfotd & Son NBC 
The Jeffersons CBS 
One Day At a Time CBS 
“All in the Family, CBS 
“The Nancy Walker Show ABC 
Gibbsville ~ NBC 
The Waltons Me CBS 
Good Times CBS 
Mash CBS 
_Executive Suite CBS 
Happy Days -. ABC 
Tony Orlando & Dawn CBS 
Little House on the Prairie. © NBC : 
Donny -& Marie ABC 
Family - ABC 


Laverne:& Shirley 
Once an Eagle 
The Captain & Tenille 
Rich Man, Poor Man 
Sonny & Cher 
Carol Burnett Show 
Emergency 
Wonder Woman 
Blue Knight. « 
Holmes & Yoho 
Captain & the Kings 
_Gemini Man 
Dick Van Dyke 
______ Wonderful World of Disney __ I 

Spencers Pilots 
Switch 

j McCtd/Colum/Quincy/ McMil 
Bionic Woman. - 
Streets of San Francisco 
Barnaby Jones 
Rockford Files 

- Police Woman 
Charlie's Angels 
Most Wanted 
Serpico . 
Delvecchio 
Police Story 
Kojak 
Six Million Dollar Man 
Hawaii Five-O 
Baa Baa Black Sheep 
Baretta 
Starsky & Hutch | 

> Quest 


, 
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orks were ranked as to the total violence cantained in their prime time programming cing the ati 
BS is the feast violent network with ABC second and NBC the most violent. ' 


3h 


Rating 
967 ABC , _ NBC 1419 


LEAST VIOLENT SPONSORS | CARNATION DOG FOOD SCHLITZ BEER 

; H. E. Olson - Robert A. Uihlein, Jr. a 
PETER PAUL CANDY | Carnation Company Joseph Schiitz Brewihg Company 
Austin R. Zender : 
Peter Paul Inc. 5045 Wilshire Bivd . Pp oO Box 614 
‘New Haven Road Los Angeles, Ca. 90036 Milwaukee, Mi. 53201 


Naugatuck, Ct. 06770 EFFERDENT ~* PROCTER & GAMBLE SOAPS 
E. Burke Giblin Edward G. Harness 
Spanien s ; Warner, Lambert Co Procter & Gamble 


seas |... 201 Tabor Road P.Q. Box 599 
A ele ala Morris Plains, NJ. 07950 Cincinnati, Ohio 45201 


,Kansas City, Mo. 64108 QUASAR TELEVISION GENERAL FOODS 
TEXACO | Arthur Harada F . James L. Ferguson 
Matsushita Electric ~ General Foods Corporation 
Maurice F. Granville 
Texaco. inc Co. of Amenca . _ 250 North Street 
* : 200 Park Avenue White Plains, N Y. 10625 
135 East 42nd Street New York. NY. 10017 
New York, N.Y, 10017, | SW TORK NAT : BURGER KING. CORPORATION 
William H. Spoor ‘ 
WHIRLPOOL APPLIANCES | Pleas Conaaiy 
“John H. Platts 608 Second Avenue South 
Whirlpool Corporation | MOST VIOLENT SPONSORS bale hope 
Minneapolis, Mn. 55402 
__Administrative Center CHEVROLET-GARS - 
Benton Harbor, Mi. 49022 ThomasA. Muroby FRITO LAY INCORPQRATED 
PRUDENTIAL INSURANCE General Motors Corp arabe b deatiores 
Donald S. MacNaughton 
Prudential Insurahce Detroit, Mi. 48202 Purchase, N.Y. 10577 


} 
“Co, of America I] TMT COFFEE COFFEE MAKER 
Newark, NJ.O7101 ao LABS _ Vincent Marotta 


' JEAN NATE William F. Laportd Ror Ayraiican Bynes, Inc. 
Richard M. Furland American Home Products . Bedtord wns ne Ohig- 44146 
Squibb Corp. Corp. ord Heights, Ohio 


40 W. 57th Street ; 685 Third Avenue CAMPBELLS SOUP COMPANY 
New York, N.Y. 10019: . New York N.Y. 10017 John T. Dorrance, Jr. 


SCHAPER TOYS AMERICAN MOTORS CARS osakiteong tog a 
William Gamity Roy D. Chapin, Jr. 7a ea 
Schaper Mfg. Co. American Motors Corp. % 

9909 South Shore Dr. 14520 Plymouth Road 

Minneapolis, Mn. 55441, Detroit, Mi. 48232 ° NETWORKS 


GREEN GIANT VEGETABLES “SEARS ROEBUCK & COMPANY 
' Robert C. Casgrove Arthur M. Wood 

Green Giant Co. ° . Sears, Roebuck & Co. Nea vor, ar 0019 

5601 Green Vailey Dr. 4 : Sears Tower 

Minneapolis, Mn. 55437 Chicago, II. 60684 CBS—William S. Paley ° 


KEEBLER COOKIES EASTMAN KODAK PRODUCTS =p, Wes! Ba Stroot 
Edwin L. Cox ‘ Gerald B. Zomow — 
Keebler Company . Eastman Kodak Co. NBC—Julian Goodman 
One Hollow Tree Lane 343 State Street 30 Rockefeller Plaza 

. Elmhurst, Il. 60126 Rochester, N.Y. 14650 New York, N.Y. 10020 


' 
3044 West Grand Bivd. Pepsi Company Inc. 


ABC—Leonard H. Goldenson 


Join the 
National Citizens Committee for Broadcasting 
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